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11 Networks in music
In music as in life, nothing is more important than people. Professional music-makers need 
audiences, and to reach those audiences, they need the support of many other people, from 
promoters and agents to fans who will rave about them to their friends. And artists of all kinds need 
contact with fellow artists: to inspire them, to collaborate with them, to compete with them, and 
simply to acknowledge them as peers. In isolation from people who value the music you value, its 
hard to know how good you are, or how to take your work to the next level. 
$VDUHFHQWUHSRUWRQWKHPXVLFLQGXVWU\SXWLWµWDOHQW«FDQQRWH[LVWXQOHVVLWLVUHFRJQLVHGE\
others in a network.17KH9DOXLQJ(OHFWURQLF0XVLFSURMHFWLVDQDWWHPSWWR¿QGRXWKRZWKLV
process of recognition happens in the digital age. We collected data on millions of user accounts 
on the SoundCloud website, focusing in particular on a random sample of 150 000. We also 
spoke to a range of people involved in London-based electronic music scenes (electronic music, 
followed by hip hop, being the kinds of music that are most represented on SoundCloud). Then we 
organised a public discussion between three electronic music-makers and an expert on electronic 
dance music, and interviewed writers, musicians, and promoters at the Convergence festival in 
London. 
These discussions enabled us to focus on the value of different kinds of relationships between 
music-makers and promoters, DJs, and other people involved in electronic music: for example, we 
found that music-makers may treat responses from live audiences and from well-informed listeners 
LQFOXGLQJRWKHUPXVLFPDNHUVDVPRUHYDOXDEOHWKDQDQRQ\PRXVµFOLFNV¶RQDZHEVLWH$VZHZLOO
discuss below, they may have good reasons for this preference, because people who are involved 
in a scene may be able to add more value to their music than people who are not, and websites 
such as SoundCloud may be more effective for cementing relationships with local audiences than 
for growing an international fanbase. You can listen in on some of the conversations we had via 
our website (http://www.valuingelectronicmusic.org/media).
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22 New Media, New Challenges, New Opportunities
Digital technology and the internet have brought about huge changes to the music industry. 
Because so many people now listen to music without paying for it, or download individual tracks 
where once they would have purchased whole albums on vinyl or CD, the amount of money 
available to be made from recorded music has fallen, resulting in greater reliance on alternative 
revenue streams to which many music-makers lack access.2 For example, we found that, for the 
dance music producers we interviewed, the main music-related revenue stream was from live 
DJing, which meant that, while a hit record was not necessarily a source of income in its own right, 
it could act as a source of fame or notoriety leading to better DJ gigs (although this assumes the 
availability of venues in which to play, at a time when music venues are closing faster than they 
open in the UK).3 At the same time, the internet now provides unsigned music-makers with a host 
of new ways to get their music heard and build a following, so that it has become easier to have an 
underground hit without a record deal. This represents an opportunity, but not an easy one to take 
advantage of: it means that music-makers outside the big league are often their own promoters, 
sales force, and marketing department, winning over audiences one member at a time.4
Such entrepreneurship requires skills that many music-makers neither possess nor wish to 
develop (after all, they may have gone into music precisely in order to avoid working in business-
RULHQWDWHGDUHDVVXFKDVVDOHVDQGRXUUHVHDUFKKDVVKHGOLJKWRQMXVWKRZGLI¿FXOWLWFDQEHIRU
them to make headway. With SoundCloud  as with other websites such as YouTube, Bandcamp, 
and Beatport  anyone can make his or her music available to a worldwide audience. But that 
doesnt mean that anybodys going to listen to it. Only one in a hundred SoundCloud accounts in 
our sample had a hundred or more followers, and only one in a thousand had a thousand or more. 
Even when we only looked at accounts with public tracks (which tended to be more popular), we 
found the typical SoundCloud account to have just seven followers.5 
However, careful analysis of our interviews and SoundCloud data provides some important clues 
about who tends to be most successful at building up an online following, and why.
3 Genres, Cities, and Scenes
A scene is what happens when people come together in a particular place, united in valuing a 
particular kind of music.6 Scenes connect music-makers and fans to each other, and as such 
we argue that they can be understood as social networks.7 A clear upshot of the research we 
undertook was the importance of being part of such a scene. For example, we found that, in dance 
music, becoming part of a scene means being played by DJs who are already part of the scene 
 or otherwise, starting a scene yourself, with a few like-minded and hardworking individuals 
who dont mind playing to a half-empty room while waiting for the world to catch up with the new 
sound.82WKHUVRFLRORJLFDOVWXGLHVKDYHFRQ¿UPHGWKHLPSRUWDQFHRIVFHQHVLQWKHIRXQGLQJRI
genres, from bebop to punk,9 although the scenes associated with some genres seem to be more 
tightly networked than others.10 Sometimes these scenes get pushed aside or forgotten when 
commercialised versions of the genres they created achieve mass popularity  for example, one 
UHVHDUFKHUKDVREVHUYHGWKDWWKHPHPRU\RIWKHµTXHHUDQGFRORXUIXOVFHQHV¶LQZKLFKGDQFH
PXVLFEHJDQLVEHLQJHUDVHGE\H[FHVVLYHIRFXVRQWKHµSULPDULO\VWUDLJKWZKLWHPLGGOHFODVV
environments in which mainstream dance music is now consumed.11 But scenes are clearly 
necessary for the continued vitality of popular music.
2XUUHVHDUFKVXJJHVWVWKDWVFHQHVFRQWLQXHWREHVLJQL¿FDQWHYHQDWDPRPHQWZKHQWHFKQRORJ\
seems to be making place less important. We found that people who release tracks on 
SoundCloud are more likely to follow other people who release tracks in the same genre, and 
that SoundCloud users who identify themselves as based in a particular part of the world are 
more likely to follow other SoundCloud users based in the same part of the world. This seems 
to be more of a factor for some kinds of music than others. For one thing, SoundCloud users 
who release tracks in subgenres of dance music and hip hop appear to have more followers 
3than those who release tracks in other genres. For another, SoundCloud users based in cities 
strongly associated with dance music and (to a slightly lesser extent) hip hop appear to have a 
higher proportion of local followers. For example, our sample contained more than eight times 
as many cases of SoundCloud users in Chicago following other SoundCloud users based in 
Chicago (the birthplace of house music), and nearly twice as many cases of SoundCloud users in 
Atlanta following other SoundCloud users based in Atlanta (internationally famous as the centre of 
southern hip hop) than it did of SoundCloud users based in Nashville following other SoundCloud 
users based in Nashville (the world capital of country music), even though SoundCloud users 
based in Nashville had considerably more followers overall.12 You can see what this means for one 
RIRXULQWHUYLHZHHVLQ¿JXUH
Figure 1. This graph shows all the SoundCloud followers of one of our interviewees. Each circle represents a Sound-&ORXGXVHUZLWKLWVVL]HUHÀHFWLQJWKHQXPEHURIRWKHUXVHUVLQWKHJUDSKWKDWIROORZWKDWXVHUDQGLWVFRORXUUHÀHFWLQJLWVORFDWLRQHDFKRIWKHWRS¿YHFLWLHVDPRQJRXULQWHUYLHZHH¶VIROORZHUVLVUHSUHVHQWHGE\DGLIIHUHQWFRORXUZLWKWKH
colour grey indicating users who are based elsewhere or who did not reveal their location. Lines between circles indi-
cate following relationships. The largest circle represents our interviewee himself, who is based in London (dark blue). 
Followers from the same cities often follow each other. The second largest circle represents a user based in Bristol 
(light green) who shared roughly half of our interviewees followers and had more followers overall despite less of a 
presence in the mainstream media.
44 To Share or Not to Share?
2XULQWHUYLHZEDVHGUHVHDUFKVXJJHVWVWKDWPXVLFPDNHUVFDQEHQH¿WIURPVKDULQJWKHLUPXVLF
with select individuals and organisations, but that indiscriminate sharing may not necessarily bring 
the same advantages. If one artist remixes another artists work and the result is a hit, both can 
do well out of the arrangement  something we observed in the instrumental grime scene. But 
invitations or offers to remix tracks should be considered carefully, because they are not always 
worth the recipients while.13 Moreover, DJs, blogs, magazines, and promoters are unlikely to 
notice your work unless you send it to them (or somebody else does so on your behalf). But such 
people and organisations may appreciate having early or exclusive access to something that is not 
generally available: indeed, cutting-edge DJs make a name for themselves by playing music that 
other DJs dont know about yet.14 This can be related to concerns that a tracks value to a record 




such an arrangement after giving up some or all of the moral rights to his or her best work.15 
$OOWKHVHIDFWRUVPD\H[SODLQZK\VRPDQ\µSXEOLF¶WUDFNVRQ6RXQG&ORXGFDQEHVWUHDPHG
but not downloaded, and why so few music-makers release their work on Creative Commons 
licences: just because consumers have come to expect everything to be available for free on the 
internet doesnt mean that artists are ready to surrender all control over the distribution of their 
work, nor that it would be in their interests to do so. In sum, it is very important that music-makers 
XQGHUVWDQGWKHULVNVDVZHOODVWKHEHQH¿WVRIGRLW\RXUVHOIRQOLQHGLVWULEXWLRQ16 
5 London, New York, Los Angeles and Shoreditch
3HUKDSVWKHFOHDUHVW¿QGLQJRIRXUUHVHDUFKZDVWKDWWKHUHDSSHDUWREHKXJHDGYDQWDJHVWR
being based in London. While the typical London-based SoundCloud account did not appear to 
have an especially high number of followers, accounts based in London were ten times more likely 
than others to have a thousand or more followers.17 London-based SoundCloud accounts also had 
more followers from other cities where users had large followings worldwide, such as New York 
and Los Angeles  the cities whose SoundCloud accounts were next most popular with members 
of our sample.18 
3HRSOHZHLQWHUYLHZHGWHVWL¿HGWR/RQGRQ¶VDGYDQWDJHVDVDORFDWLRQZKHWKHULQWHUPVRI
DXGLHQFHVRIWKHUHSXWDWLRQDOEHQH¿WVRIDVVRFLDWLRQZLWKDZRUOGIDPRXVFLW\RURIRSSRUWXQLWLHV
to build relationships with other music-makers. But not all parts of London were considered equal. 
9HQXHVLQWKHµKLSVWHU¶GLVWULFWVRI(DVW/RQGRQHVSHFLDOO\6KRUHGLWFKZHUHUHJDUGHGDVEHWWHU
locations for off-mainstream, uncommercial genres of music.19 However, the attraction of these 
DUHDVGHULYHVIURPWKHIDFWWKDWWKH\DUHLQDWUDQVLWLRQDOVWDWHZKLFKLVE\GH¿QLWLRQXQVXVWDLQDEOH
They became fashionable because of cultural businesses that set up there, taking advantage of 
cheap rents, but their fashionableness is now contributing to swiftly rising rents and a process 
RIµJHQWUL¿FDWLRQ¶,WLVDIDPLOLDUVWRU\RQFHDUXQGRZQDUHDEHFRPHVDWWUDFWLYHIRURXWVLGH
investment, the cultural businesses that made it attractive are driven out, along with the local 
community.20 Whilst a base in London  and especially, in or near Shoreditch  should currently be 
recognised as an advantage, it cannot be seen as a  long-term guarantee for success.
56 So, what can you do?
Its all very well for music-makers to have a presence on social networking sites, but in the current 
climate, if they want to be heard (and especially if they want to be signed), theyre going to need 
more than that: the days when a global career could be launched from a MySpace page are gone. 
DJs, magazines, and blogs can all help music-makers to reach an audience, and their reputation 
may depend upon recognition by other music-makers. But theres a lot of music out there, and 
LQÀXHQWLDOSHRSOHSUREDEO\DUHQ¶WJRLQJWR¿QGDQXQNQRZQWUDFNRQWKHLURZQVRXQVLJQHGPXVLF
makers should consider proactively sharing their music with people who can add value to it 
(though not necessarily with the whole world).
%XWZKDWDERXWDOOWKHLQHTXDOLWLHVZHIRXQG"&OHDUO\WKHUHLVQRWDOHYHOSOD\LQJ¿HOG0XVLF
makers based in certain cities and parts of cities appear to have an advantage over music-makers 
based elsewhere. Certain genres have an advantage in certain live venues, certain parts of the 
same cities, and certain websites. And weve barely begun to look into the problems music-makers 
may face because of their gender, sexual orientation, socioeconomic group, or skin colour. Genres 
of music that reach a predominantly black audience often attract an undue level of police hostility, 
for example, and one of our interviewees suggested that this made venues more reluctant to host 
the people who perform them.21 
So if you are a musician, a DJ, a promoter, or anyone else with a stake in new music, what can 
you do to help your career in an unfair world? On an individual level, the answer might seem 
obvious: if youre not already living in London, New York, or Los Angeles... move. But not everyone 
can do that, and even the biggest city may have a limited number of venues that are open to your 
kind of music. And there would be negative consequences for the place youre in right now if all 
the ambitious music-makers left.
However, while the picture we uncovered suggested that music-makers based in these locations 
PLJKWKDYHDQDGYDQWDJHRYHUWKRVHEDVHGHOVHZKHUHLQWKHZRUOGWKDWGH¿QLWHO\GRHVQ¶WPHDQ
that everybody else should give up. A large number of followers who never invest money and 
time, e.g.  in coming to see you play live, may be worth less to you than a small but dedicated 
following in your local area  so remember that, while they couldnt match the global popularity of 
users based in the big three cities, SoundCloud users based in some locations, such as Chicago, 
Berlin, and Paris, appeared to have particularly high numbers of followers from their own cities. 
We also found evidence of tightly integrated scenes in some much smaller cities such as Bristol, 
with clusters of music-makers appreciating one anothers work and a few of them achieving wider 
fame. So before you pack your bags for the metropolis, ask yourself whether the scene you need 
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